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Penelitian ini dilakukan untuk menganalisis pengaruh Experiential 
Marketing dan Brand Image terhadap Customer Loyalty melalui Customer 
Satisfaction pada Redback Specialty Coffee Graha Family di Surabaya. Penelitian 
ini menggunakan metode kuantitatif dan data yang digunakan dalam penelitian ini 
adalah data primer. Jumlah sampel yang digunakan dalam penelitian ini adalah 
sebanyak 150 responden dengan teknik penyampelan nonprobabilty sampling 
menggunakan purposive sampling. Teknik analisis yang digunakan adalah analisis 
SEM dengan program LISREL. 
Hasil penelitian ini menunjukkan bahwa Experiential Marketing 
berpengaruh signifikan terhadap Customer Satisfaction, Brand Image berpengaruh 
signifikan terhadap Customer Satisfaction, Customer Satisfaction berpengaruh 
Customer Loyalty, Experiential Marketing berpengaruh signifikan terhadap 
Customer Loyalty melalui Customer Satisfaction, Brand Image berpengaruh 
signifikan terhadap Customer Loyalty melalui Customer Satisfaction di Redback 
Specialty Coffee di Surabaya. 
Saran untuk pengelola Redback Specialty Coffee Graha Family harus 
meningkatkan kualitas dari variabel experiential marketing dan variabel brand 
image dimana dengan meningkatkan pemberian pengalaman pemasaran dan citra 
merek yang lebih baik lagi maka konsumen akan merasa puas dengan apa yang 
didapatkan di Redback Specialty Coffee, sehingga membuat konsumen menjadi 
tetap setia terhadap Redback Specialty Coffee. Saran untuk peneliti selanjutnya 
bisa melakukan penelitian secara lebih luas dan diharapkan agar menggunakan 
variabel-variabel lain yang berhubungan juga mendapatkan hasil yang lebih baik. 
 



























THE EFFECT OF EXPERIENTIAL MARKETING AND BRAND IMAGE ON 
CUSTOMER LOYALTY THROUGH CUSTOMER SATISFACTION AT 




This research was conducted to analyze the effect of Experiential 
Marketing and Brand Image on Customer Loyalty through Customer Satisfaction 
at the Redback Specialty Coffee Graha Family in Surabaya. This research uses 
quantitative methods and the data used in this study are primary data. The 
number of samples used in this study were as many as 150 respondents with 
nonprobabilty sampling sampling techniques using purposive sampling. The 
analysis technique used is SEM analysis with the LISREL program. 
The result of this research showed that Experiential Marketing has 
significant on Customer Satisfaction, Brand Image has significant effect on 
Customer Satisfaction, Customer Satisfaction has significant effect on Customer 
Loyalty, Experiential Marketing has significant effect on Customer Loyalty 
through Customer Satisfaction, Brand Image has significant effect on Customer 
Loyalty through Customer Satisfaction at Redback Specialty Coffee Graha Family 
in Surabaya. 
Suggestion for managers of Redback Specialty Coffee Graha Family 
should improve the quality of experiential marketing variables and brand image 
variables where by increasing the delivery of better experiential marketing and 
brand image, consumers will be satisfied with what is obtained at Redback 
Specialty Coffee, thus making consumers become remain loyal to Redback 
Specialty Coffee. Suggestions for future researchers can conduct research more 
broadly and it is hoped that using other related variables also get better results. 
 
Keywords: Experiential Marketing, Brand Image, Customer Satisfaction, 
Customer Loyalty. 
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